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INTRODUCTION – ABOUT THE AUTHOR 
Kess Knight has been with the Carlson School of Management for five years, two of which 
were in the Office of the Dean, and the last three in the Undergraduate Program.  She created 
and now manages all departmental social media pages, including five Facebook pages and one 
Twitter account.  She is also responsible for compiling, editing, and producing a variety of 
internal communications including the weekly e-newsletter to all Carlson undergraduate 
students (approximately 2,500) and reviewing current student/staff communication to ensure 
compliance with branding standards.   
 
This project initially started as ways for the Carlson School Undergraduate Program to improve 
their communication to students.  However, the author quickly saw an opportunity and shifted 
the focus to social media within an undergraduate program.  The importance of this subject is 
two-fold to the author: she is genuinely intrigued by social media and has a personal, vested 
interest in this project, seeing as it is for her place of employment.  The results of this project 
will be distributed to the Assistant Dean of the Undergraduate Program along with the Director 
of Recruitment & Marketing for possible implementation of suggestions.   
BACKGROUND 
The Carlson School of Management at the University of Minnesota is a recognized leader in 
business education and research.  The Undergraduate Program (UGP) at the Carlson School is 
home to nearly 2,500 students, who can choose from among 10 majors and nine minors.  There 
are also over 20 student organizations within the Carlson School, which are promoted as an 
integral part of the student’s college experience.1
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With such a diverse student population, it has become apparent that not only have students 
separated into specific ‘groups’ based on their major, student organization involvement, etc., 
but these groups do not communicate with each other.  There has been an overall push from 
students to the UGP to create a better sense of community within the Carlson School.  The 
following is a literature review of relevant research, along with the analysis of quantitative and 
qualitative data I have collected, to discover how we can turn social media platforms2
LITERATURE REVIEW 
 into a 
form of community and engagement within the Carlson School Undergraduate Program. 
The concept of student involvement in higher education is not new.  In 1984, Alexander Astin 
wrote about student involvement from a theoretical standpoint, named the “Theory of Student 
Development” (sometimes referred to as the “Theory of Involvement”) (Astin, 1984).  In it, 
Astin defines student involvement as, ‘The amount of physical and psychological energy that 
the student devotes to the academic experience’ (p. 518).  But one problem called out with this 
theory is, how do you know these resources are being used?  For example, a college or 
university can create a new student center to help foster engagement between students and the 
university community, but once it’s built, how is it measured to see if this is actually 
happening?   
 
Today, Kuh (2009) defines student engagement as, “the time and efforts students devote to 
activities that are empirically linked to desired outcomes of college and what institutions do to 
induce students to participate in these activities” (p.683).  Kuh also refered back to Chickering 
                                                 
2 For a chart of Carlson School social media, please see Appendix A 
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& Gamson’s 1987 breakdown of good practices in higher education:  1) student-faculty contact; 
2) active learning; 3) prompt feedback; 4) time on task; 5) high expectations; 6) respect for 
diverse learning styles; and 7) cooperation among students.  All seven of these practices can 
now be integrated into different types of media used in the classroom to further engagement.   
 
Why is student engagement and a sense of community important?  
In their article, “Examining the Ways Institutions Create Student Engagement: The Role of 
Mission,” Kezar & Kinzie found that a supportive campus environment not only leads students 
to perform better, but students create more working and social relationships among different 
groups on campus (Kezar & Kinzie, 2006).  Kuh went on to explain that during the 1990s, more 
and more emphasis was being placed on how the institution was supporting and encouraging 
students (Kuh, 2009).  Studies suggested that those institutions that encouraged engagement and 
put their resources into learning and support opportunities, showed students who had higher 
levels of persistence, satisfaction, learning, and graduation (Carini, Kuh, & Klein, 2006).  To 
elaborate further, “students who are involved in educationally productive activities in college 
are developing habits of the mind and heart that enlarge their capacity for continuous learning 
and personal development” (p. 2).  
 
History - What is social media? 
Boyd & Ellison (2008) define social network sites as “web-based services that allow 
individuals to 1) construct a public or semi-public profile within a bounded system; 2) articulate 
a list of other users with whom they share a connection; and 3) view and traverse their list of 
connections and those made by others within the system” (p. 211).  The first social networking 
site is said to have been SixDegrees.com, created in 1997.  It was very much like Facebook in 
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that it allowed users to create profiles, list their friends, and search for others.  This site closed 
in 2000, from what the creators said, “the site was before its time” (p. 214).    
 
Along came Friendster in 2002, created as direct competition to Match.com, in that users would 
meet friends of friends in hopes of a romantic connection (Boyd & Ellison, 2008).  However, 
the people at Friendster could not keep up with the rapid growth, and rumors of the SNS site 
going to a fee-based plan caused users to immediately go to Friendster’s competitor, MySpace, 
in 2003.  MySpace was successful because it allowed bands to create and promote their music 
on the site, which drew in numerous fans.  Also, MySpace profiles were extremely user 
centered, in that the user could decide what they wanted their profile to look like by using 
HTML coding (colors, pictures, backgrounds, fonts, etc.).  In 2005, MySpace was purchased by 
News Corporation for $580 million.  Shortly thereafter, legal problems hit MySpace when 
sexual encounters between adults and minors began to surface.  This created the perfect time for 
the social media giant, Facebook, to sweep in. 
 
Facebook began in 2004, but was open only to university and high school students shortly 
thereafter.  Now, according to a report the Higher Education Research Institute published in 
2007, 94 percent of first year college students use social networking sites, with 85 percent 
having a Facebook account (Junco, Heibergert, & Loken, 2011).3
 
  According to a study done by 
the University of Massachusetts-Dartmouth, 98 percent of colleges and universities are using 
Facebook (Barnes & Lescault, 2012).   
                                                 
3 Because this was five years ago, I am sure that number is larger; also, could not find concrete 
numbers of Twitter users. 
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Twitter launched in 2006, and can be defined as, “real-time information network that connects 
you to the latest stories, ideas, opinions and news about what you find interesting. Simply find 
the accounts you find most compelling and follow the conversations” (www.twitter.com/about).  
According to a study conducted by Pew Research Center’s Internet & American Life Project, 
15 percent of internet users are on Twitter, with 31 percent consisting of 18-24 year olds.  This 
is up from 18 percent one year ago (Smith & Brenner, 2012).  According to this same report, 8 
percent of internet users use Twitter on a typical day, and of that, 20 percent are between the 
ages of 18-24 (the highest percentage listed).  The UMass Dartmouth study found that 84 
percent of colleges and universities have a school Twitter account (Barnes & Lescault, 2012). 
 
Since its launch in 2003, LinkedIn, the business oriented website mainly used for professional 
networking, has gone from 4,500 members in the network to 161 members, which averages 
approximately two new members per second (press.linkedin.com/about).  Of colleges and 
universities, 47 percent have a LinkedIn account (Barnes & Lescault, 2012).   
 
YouTube was founded in 2005 and “acts as a distribution platform for original content creators 
and advertisers large and small” (www.youtube.com/t/about_youtube).  There are now more 
than 800 million unique users to visit YouTube each month; and in 2011, YouTube had more 
than 1 trillion views.  The Dartmouth study found that 86 percent of colleges and universities 
use YouTube as a media platform (Barnes & Lescault, 2012).   
 
Pinterest launched in March 2010 as an “invite-only” (and still is) social media site.  By 
January 2012, the site had 11.7 million unique (mostly women) viewers.  According to their 
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website, Pinterest “lets you organize and share all the beautiful things you find on the web” 
(www.pinterest.com/about).  Seeing that this is such a new social media platform, there has 
been little to no research done on metrics involving colleges, universities, and student usage.   
However, Drake University in Iowa has generated interest around their Pinterest boards 
(currently at 2,364 followers).  Categories like:  Study Abroad, Adorbs Bulldogs (the mascot), 
Explore Des Moines, Celebrate Drake, and Drake Alumni allow users to be interactive and 
participatory (http://pinterest.com/drakeuniversity/).  The University of Minnesota recently 
joined Pinterest (currently at 257 followers), and has categorized their boards as follows:  
Maroon & Gold, Discovering U Student Life, Beautiful U Campus, U News, Driven to 
Discover, and Because (http://pinterest.com/uofmn/).  
 
Theory & Research 
Since the idea of media, specifically social media, in the classroom is somewhat new, very few 
studies have been conducted.   However, those that were have been very informative.  Junco, 
Heibergert, and Loken’s 2010 study on Twitter use in the classroom gave detailed information 
on what worked, what didn’t, and what could be changed.  They set out to find (for the purpose 
of this case study, primary focus will be on the results from the first question):   
• What effect does encouraging the use of Twitter for educationally relevant purposes 
have on student engagement? 
• What effect does encouraging the use of Twitter for educationally relevant purposes 
have on semester grades? (Junco, Heibergert, & Loken, 2011)  
 
In their study, Twitter was used for the following activities for a semester long class with an 
experimental group and a control group: 
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• Continuity for class discussions (continue conversations outside class time) 
• Giving students a low-stress way to ask questions 
• Book discussion 
• Class Reminders 
• Campus event reminders 
• Providing academic & personal support 
• Helping students connect with each other and with instructors (the ‘cohort effect’) 
• Organizing service learning projects 
• Organizing study groups 
 
Their study concluded with the experimental group having higher levels of engagement than the 
control group, thus indicating that Twitter in educational ways created a positive effect on 
student engagement.  Some of the positive outcomes were higher levels of interpersonal 
connections and more conversations between students and faculty, creating a more active role 
for faculty outside the classroom.   
 
In a 2007 study, Heiberger found that 78.1 percent of students who spend more than one hour a 
day on Facebook participate in at least one student organization (Heiberger & Harper, 2008).  
Also, 63.4 percent of those who spend more than one hour a day on Facebook feel very highly 
connected to the university they attend.  This data was collected from 31,500 first-year students 
at 114 colleges and universities in the United States.  According to this data, Heiberger 
concluded that those students who spend more than one hour a day on Facebook are spending 
more time participating in student clubs and groups and are therefore more satisfied with their 
social lives.  Berger and Braxton (1998) were quoted in this article saying, “Social integration 
positively predicts subsequent institutional commitment, which in turn positively predicts 
students’ intent to return” (p. 29) Heiberger also concluded from this information that students 
who regularly use social media networks will have higher retention rates than those who don’t 
use social networking sites as frequently.  
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One problem between facing increasing levels of social media usage of students is that there are 
still many faculty and staff members who are put off by it, or use it very infrequently.  Where 
students are on social media sites several hours a day, staff and faculty members may only be 
on them several times a week, if that.  How can there be continued levels of engagement if only 
one side is engaging?  Heiberger & Harper discovered that some faculty members feel as 
though social media is only for students to talk to each other, and they feel as though they are 
intruding if they were to join in the conversation.  And even though there needs to be dialogue 
between faculty, staff, and students, the hesitation is not entirely felt only by the faculty and 
staff.  There is a fine line that students also do not want to cross over--i.e. students don’t want 
their professors ‘spying’ on them.  Where does the separation between professional and 
personal land?  And is it necessary, or should they be integrated?  In order for engagement to be 
sustained, there needs to be an overall sense of open-mindedness and flexibility in terms of 
social media usage between faculty, staff, and students.  
 
In their 2012 study, Kelleher & Sweetser conducted interviews with 26 university 
communicators across the United States to understand how they were adopting social media.  
Most participants defined social media as, “interactive, user-generated, two-way conversation” 
(p. 112).  Many participants mentioned that (prospective and current) students are already on 
social media, so that is where the universities need to be.  One participant said, “We are not 
invading their space, but we know they are here…they don’t always respond back to us but we 
know they hear us” (pg. 113).   
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When it comes to the workload relating to social media, some participants felt enough 
technology has emerged so that to update one social media channel, you can also update them 
all.  This saves a considerable amount of time for the staff member updating these sites.  
However, another participant said, “It takes a lot of time and energy to keep up with what is 
going on and what others are doing” (pg. 114).  Another participant said, “(one had to) have 
someone to keep it up to date because if you aren’t current and up-to-date on it then people will 
stop visiting…You have to have the resources whether it is supervising workers or having staff 
to make it part of their job responsibility” (pg. 117).   
 
Overall, the participants were excited about the capabilities of social media and how they can 
engage with incoming and current students.  One emphasized the importance of “creating a 
sense of community from the get-go” (pg. 119).   
 
HYPOTHESES 
 
The literature review lead to the following hypotheses: 
1) Students want a sense of community within their college or university to complete the 
‘college experience.’ 
2) Staff and faculty play just as large of a role in shaping the sense of engagement and 
community as do students.  They are equally responsible, if not more, for fostering and 
maintaining a sense of engagement.  
3) The use of social media will be crucial to the success of this feeling of ‘community’ and 
‘engagement.’   
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METHODS & RESULTS 
 
Method I – Focus Groups 
 
This case study resulted from three focus groups, with a total of 16 participants.  The initial 
reason behind the focus groups was to see what the UGP is doing right and what can be 
improved (in terms of communication to students).  However, something interesting happened 
and the group discussion became more about the want for a sense of community around the 
school.  This became more than just a major theme of the discussion; it was the discussion.  
Hence, where this case study launched – how can we turn communication tools into a form of 
community engagement? 
 
Choosing and Yielding Participants 
Following the ‘How to Conduct Focus Groups’ article, it was decided that each session have 
between 6-10 students (Toolkit for Conducting Focus Groups).  According to the Toolkit, 
participants should be invited to participate based on the important knowledge and perspectives 
they have.  A call to academic advisers for a list of interested students who would make good 
contributions to the group netted 95 names.  An email was sent by the author to the 95 students; 
one directed toward sophomores, juniors, and seniors (45 students) and one directed just toward 
incoming freshman (50).  Participants would receive a $5 Starbucks gift card along with pizza 
during the session.  The reasoning behind having one group of only freshman, was that they 
were coming in fresh to the school/university, and had not really experienced any 
communication from the program.  Their session would be focused more on what they expect 
versus what they would like different.  In total, 16 students registered to participate in the focus 
groups.  
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All participants were Carlson School of Management students, with one group being 
exclusively freshman (5 of the 16 participants, or 31.3%).  Of the 16 participants, six were male 
(37.5%) and ten were female (62.5%).   
 
Focus Group Prep 
In his report titled, ‘How to Conduct Focus Groups,’ Neal Chalofsky emphasized the 
importance of creating highly structured questions for the group (Chalofsky, 1999).  Following 
this idea, the following questions were created by the author: 
• What kind of information do you expect from the Undergraduate Program? 
o Would you like more or less information than you are currently receiving? 
 
• If there was a weekly or monthly blog, would you read it? 
 
• How would you like to receive that information? 
o Email, text, blog, Twitter, Facebook 
 
• The Carlson School Undergraduate Program uses several ways to communicate, 
including:  BSB Weekly (enewsletter), home page on intranet, periodic emails, 
Facebook pages 
o Which ones do you think are effective? 
o Which ones do you use most often? Least often? Why? 
o How often would you say you read them? 
o What changes might you suggest? 
 
• What kinds of social media do you use? How do you feel about Twitter? 
o Facebook, Twitter, FourSquare, blogs, etc. 
 
• If you have seen them, what do you like most about the Facebook pages?  Least? 
o How would you suggest getting people interested?  
o Make it interactive? 
 
• How do you use social media?  Do you use it just to communicate with friends, or to 
find out what’s going on around campus? 
 
• What were your first impressions of the BSB Weekly?  Emails from the dean?   
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• If you participate in student groups either within Carlson or at the U, how do you 
communicate to members and non-members?  Would you like more collaboration with 
the program office? 
 
• Do you read the posters set up around Carlson? How can they be more efficient?  
 
• How would you say communication from program to students needs to change?   
 
• What do you think is the most productive way to communicate to students? 
 
• Do you feel you get enough information from the Undergraduate Program (about 
important events, updates, etc.)? 
o If not, what would you like to get more of? 
 
• What other recommendations do you have regarding communication to students? 
 
 
Focus Group Logistics 
A formal script was also created by the author (see Appendix B for full script), to keep the 
group focused and on task.  Included in this script was an opening ‘ice breaker’ question to 
make the participants feel more at ease with the group.  One of the ice breaker questions asked 
was, ‘If you could go on a road trip with any person (past or present), who would it be and 
where would you go?’   
 
As part of the script, a brief welcome, introduction, purpose, and overview of what participants 
should expect was included.  Also included in this portion of the focus group was a moment for 
the moderator (the author) to go over the informed consent form and answer any questions 
participants may have (see Appendix C for full consent form).  The form indicated who the 
group was led by/moderator (author), who would see the results (author, Director of 
Recruitment & Marketing, and Assistant Dean of UGP); as well as notifying participants of the 
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video/audio recording taking place for transcription purposes.  Every student must have signed 
the consent form before moving forward. 
 
All three focus groups began at 5:00 p.m. and ran between one to two hours.  The focus groups 
were held:  
• Monday, August 29, 2011 
• Monday, September 19, 2011 (freshman only) 
• Wednesday, September 28, 2011 
 
All three focus groups were held at the Carlson School of Management, in a “Communication 
Lab”, which consisted of video and voice recording capabilities (which was utilized for all three 
sessions).  The discussion was then reviewed through a qualitative analysis (see Appendix C for 
a complete overview from the focus group discussions).   
 
Results I – Focus Groups 
The tone of the focus groups was very relaxed.  The majority of the group were considered 
“student leaders” by their peers (i.e. highly involved, strong academically), so they were 
extremely interested in the discussion.   The session opened with the author welcoming the 
group and providing the following purpose statement: 
“The purpose of the focus group is to get your feedback about how the Undergraduate 
Program can better communicate to students.  We realize there are many ways to 
communicate, and we are continually striving to become the most efficient and 
informative we can be” (see focus group script in Appendix B as read by author to 
participants). 
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An icebreaker question started every session, something along the lines of, “what is your most 
embarrassing moment?”  After the icebreaker question, a serious of 14-20 scripted questions 
were asked; while numerous follow-up questions to participants comments occurred.   
 
Qualitative Data – Major Themes from Focus Groups 
1. Disconnect between the classes (i.e. the senior class does not talk or hang out 
with students from the sophomore class).  
2. Want to integrate students – create a better ‘Carlson Community’  
3. Want varying types of communication from program; i.e. social media outlets, e-
newsletters, emails. 
 
As stated earlier, students quickly brought up the fact that there is a strong disconnect between 
classes, and therefore the centralized communication tool to the students (i.e. BSB (Bachelor of 
Science in Business) Weekly4
                                                 
4 Weekly e-newsletter sent to all Carlson UG students 
) may not appeal to all.  For example, one participant said, “I 
think for the BSB email, there should be a separate freshman BSB, because looking at that as a 
freshman, I thought, why does this apply to me? Nothing applies to me.  And I thought if there 
was an opportunity to reach those freshman, and tell them the opportunities, because I think 
there’s such a disconnect between what a sophomore experience is and a freshman experience 
is, because sophomores are still interested in career and internship stuff; and juniors and seniors 
want to hear that too, but I remember looking at it as a freshman and thinking, ‘What’s an info 
session?’”  This statement actually seemed counterintuitive to what students were trying to say 
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(or at least what was thought) that there is a disconnect, but separating the news students 
receive by class would only increase that disconnect, rather than bring them together. 
 
Students also discussed emails from the program office, and viewed them as a good way to get 
information to students who may be less involved.  One student said, “I think it’s kind of 
necessary to send those though, because if you’re not super involved with Carlson you’re like, 
Oh they’re keeping me updated; even if you don’t read it; we’re trying!” 
 
When asked about their use of social media, particularly how they would like the UGP to use it 
as a communication tool, participants had varied responses based on the social media outlet.  
For example, the overall theme for Twitter usage was about only half of the participants used it, 
and the primary use was to communicate with friends5
 
.   Many of the participants were aware 
of the Carlson UGP Facebook pages, but of those, the majority did not keep up with the page.  
One major suggestion for the Facebook pages was instead of posting an upcoming event to the 
newsfeed, create an actual event and invite students to it.  Participants felt this would create 
more of a buzz and would actually stay on their radar, versus the announcement getting lost in 
the newsfeed.   One participant said, “I think that’s the easiest way to get college students to 
know about events.” 
One participant emphasized the importance of getting involved (student organizations) early, as 
that is what could lead to a disconnect:  “I think too that the thing about reaching out to the 
people that aren’t as involved in Carlson is good because I know a lot of sophomores that feel 
                                                 
5 At the time of these focus groups, the Carlson UGP did not have a Twitter account. Was 
launched shortly after. 
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disconnected because they didn’t get involved freshman year.”  Another participant responded 
with, “I think you should focus (program communications) specifically on freshman who aren’t 
necessarily going to be plugged into Carlson right away.  If you’re a freshman living in the 
Carlson (a dorm only for Carlson freshman to promote leadership) house, you’re going to start 
looking at those things immediately just because your CA’s are going to talk about it and you’re 
surround by Carlson.  But it should be reaching people who don’t have those opportunities who 
aren’t in the mentorship program, who don’t get involved right away; and some people choose 
to do that, which is fine, but giving them the opportunity to really get plugged in.” 
 
Method II - Interview 
An interview was conducted via email with the Associate Director of Collegiate Life, Carlson 
School of Management Undergraduate Program on April 22, 2012.  Because this position has 
the strongest connection to this case study, it seemed only natural to interview this person.  The 
following is a summary, including some “direct quotes”, from this interview.  The author 
decided to conduct this interview via email so the interviewee had time to think about 
responses.  It was also easier for the author to take direct quotes from an email response.   
 
Results II - Interview 
First and foremost, it is important to establish whether there is a need (by the students) for this 
sense of community.  “Overall, yes, but it is hard for students to articulate what they mean.  Is it 
school pride? Collaboration? Less competitive?  As students get older, they seem to realize 
what they want and that is relationships that come with community.” 
 
When thinking about what types of media the respondent would like to see being used to create 
a sense of community within an Undergraduate Program, they had a hard time coming to a 
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definite response, as there is no “right” answer, seeing that the concept of community and 
culture is itself, abstract.  “Without a cut and dry answer, there is really only one thing to go on, 
what the students respond to the most.”  To the respondent, this seemed to be social media.  
“Tie this in with (healthy) competition and the need to achieve, a certain buzz can be created, 
and thus create that ambiguous feeling of community.  However, in order for social media to be 
effective, the message/goal needs to be tailored to the audience (undergraduates) and not made 
on a broad scale.” 
 
When discussing the best way to maintain this feeling of community, it all came down to 
traditions and rituals.  These traditions and rituals can take many different forms – programs, 
experiences, marketing, and the way social media is used and/or communication with students.  
These traditions or rituals need to start from the first day the student enters the “Carlson 
community.”  “Not only do these need to be part of the community’s language, but it will take 
time to build credibility amongst the students.  Since the idea of community is so abstract and 
big, it will take a lot of time to be established.  And along with time comes different needs and 
different ways of doing things, so these rituals and traditions must be tweaked to fit the needs of 
the current students.” 
 
How did we get to this point?  Why do students feel this sort of disconnection?  Several factors 
are at play: 
• A community has already been established, but it’s not the community students 
or staff would like (based on principles and values). 
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• 18-22 year olds are transitioning from being self-centered in their motivations to 
moving towards realizing their interdependence with others and how their 
motivations affect others.  These two forces tend to push individuals away from 
each other, rather than push them together. 
• Being part of a larger University and Metropolitan community actually competes 
with the creation of community within Carlson. 
• There is some hesitation from Carlson students to be identified as such.  A 
certain reputation (i.e. privileged, entitled students) was created, and now 
Carlson students actually contribute (whether consciously or unconsciously) to 
the same stigmas or stories about other populations (i.e. colleges) on campus.  Is 
this part of the larger U of M community? 
Based on this interview, it seems that a sense of community can be obtained, preferably by 
using outlets such as social media, but it will take time.   
 
Method III - Twitter Campaign to Increase Followers & Engagement 
The Carlson UGP has an annual ‘Business Week’ each April, as a celebratory end of the 
academic year for all Carlson undergraduate students.6
 
  Business Week is run almost entirely 
by students, the chair being elected by their peers and the other 10 committee members being 
chosen after an application and interview process.  This group is overseen by the Associate 
Director of Collegiate Life (interviewed earlier in this study).  Planning this weeklong 
celebration takes almost the entire school year, with plans beginning in September and running 
all the way through to the event.     
                                                 
6 http://www.carlsonschool.umn.edu/undergraduate/BusinessWeek.html 
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Events include:  daily breakfast and lunch sponsored by corporate partners, case competition, 
etiquette dinner, alumni networking event, and the ‘Business Day Dinner’ to conclude the 
week.   There is also a medallion hunt, for which the winner wins $75 (but most of all, pride).  
Each day, a clue is given to students, which has typically been done via email or text to those 
who have opted in.  Also given throughout the week are ‘Budge Passes’ which allows a student 
to cut to the front of the lunch line (which can get quite lengthy!).  These are usually handed out 
by recruiters during lunch or at events as prizes - - there hasn’t really been a strategy behind 
this.   
 
After the discussion from the focus groups, and trying to think of a way to better engage 
students during this particular week and events, it was decided by the author to utilize Twitter 
in a greater capacity.  On Monday, April 9, the ‘#BWeek2012 Tweet to Win’ contest was 
announced in the BSB Weekly, which is sent to all Carlson UGP students (for a full description 
of the contest, see Appendix E).   As of that date, there were 415 followers of the 
@CarlsonUG7
 
 account (there are roughly 2,400 undergraduate students at Carlson). 
The general idea of the ‘#BWeek2012 Tweet to Win’ contest was to utilize Twitter as a way to 
communicate clues for both the medallion hunt and budge passes and the overall goal was to 
increase followers.  Along with some of the budge passes came extra incentives, like gift cards 
to area restaurants or the University of Minnesota Bookstore.  The students were not told which 
budge passes included the extra incentive, so it was in their best interest to try to find each one.  
                                                 
7 www.twitter.com/carlsonug 
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The author hid ten budge passes around Hanson Hall the morning of April 16.  All of the prizes 
were graciously given from the UGP budget.  
 
Students were also incentivized by ‘following’ the UG Twitter account and they would be 
entered into a drawing for prizes.  This drawing would occur after the account reached 450 
followers, then again at 475 followers.  A “Tweet at Us” contest was also communicated to 
students, which gave a somewhat specific time (the lunch hour) and date (Monday, April 16), 
when students needed to watch the UG Twitter account for a #BWeek2012 related question.  
The first six people to respond would win a prize.   
 
Results III - Twitter Campaign to Increase Followers & Engagement 
 
Over the weekend, Twitter followers climbed rapidly (started at 415 followers), quickly 
reaching the first “follow and win” goal of 450 followers (this was not anticipated to happen so 
quickly).  The first #BWeek2012 talk from the UG Twitter account began precisely at 8:00 a.m. 
on Monday, April 16, with the first clue of the medallion hunt (the medallion hunt clues were 
all written by a BWeek committee member).  Shortly thereafter, the first budge pass clue. The 
clues were (all budge pass clues were written by the author and one other Carlson UGP staff 
member): 
 
• HMH 1-106 3M:  They were the sponsor of the Post-it war, Their name can be found 
above the door; Once inside, at the front of the class; You will find this budge pass. 
 
• UG OFFICE:  When you come here to check-in; You select your adviser's name, If you 
get board, You can play a game #bweek2012 
 
• LOWER LEVEL CAF:  When you get hungry, The lower you go, To heat up your 
food, Before it gets chewed 
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• COMP LAB: Basement dwellers be aware; Use one of these to sign in on Foursquare; 
If you need another hint; Look under the 2nd ‘P’…. 
 
• BENCH BY DRINKING FOUNTAIN:  On the main level of Hanson Hall; In the 
middle of it all; You wood sit on me to think; And to your right you can get a drink 
 
• UPSTAIRS BY WINDOWS: Natural light; To help you see; Not too far; From the 
UBCC #BWeek2012 
 
• SECURITY DESK:  They keep your school safe and sound; Near some stairs, Is where 
this can be found 
 
• UBCC:  You’ll need a mentor; Start it off in this Center; I hold lots of paper to help 
your knowledge; It’s information for after college  
 
• STARBUCKS: Froth and foam and coffee treats, Upon me you can enjoy your eats. 
The largest surface amongst them all, In the trendiest spot of Hanson Hall  
 
• STUDENT LOUNGE: Here you can go, to relax or study; Plenty of space to hang with 
your buddy; In the basement of Hanson Hall; You will see the writings on the wall 
 
 
The first budge pass was found within minutes, so a second clue was quickly Tweeted (the 
underlying hope was that when a student found the budge pass, they would Tweet they found it 
and/or Tweet a picture of it; this happened only for about half; some students actually directly 
came and told the office they found it).   
 
The schedule for the rest of the week was as follows: 
Day 1 - Monday, April 16: Three budge pass clues; medallion hunt clue; three student winners 
each won a Carlson t-shirt and U of MN water bottle (drawing for reaching 425 followers); five 
student winners from the “Tweet to Win” question over lunch (U of M t-shirts for answering, 
“What’s your favorite BWeek activity and why?”) 
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Day 2 - Tuesday, April 17:  Three budge pass clues; medallion hunt clue 
 
Day 3 - Wednesday, April 18:  Two budge pass clues; one medallion hunt clue; three students 
winners from one “Tweet to Win” question (giftcard to Amazon.com for answering, “What is 
the best piece of advice you learned from the Etiquette Dinner?”) 
 
Day 4 - Thursday, April 19:  Final medallion hunt clue (someone found it within minutes of 
the final clue being Tweeted); three students won two budge passes each for answering a 
“Tweet to Win” question (What has been your favorite free food from #BWeek2012?); three 
students each won a giftcard to Amazon.com for answering a “Tweet to Win” question 
(Wednesday’s “Take it to the Bank’ event was sponsored by GOLD. What does GOLD stand 
for?”); one student won an Amazon.com giftcard for correctly answering, “BWeek began in 
which year?”; one student won an Amazon.com giftcard for correctly answering, “Name two of 
the Platinum sponsors for #BWeek2012.” 
 
The account reached over 500 followers by the end of day on Thursday, April 19th.  That means 
that in a ten-day time span (April 9-April 19), the Twitter account jumped from 415 followers 
to 502, for a total of 87 new followers.  The week (April 16-19) also netted 116 unique 
comments from Twitter users (not including re-tweets).  This Twitter chatter was a drastic 
increase compared to what the account was receiving before this campaign (around 1-2 
comments a day).  Overall, the department as well as the author considered this campaign a 
success.  One student even said, “This year, I especially enjoyed the social media aspect of 
Business Week. I thought it was a creative idea to post clues and budge pass hints on Twitter 
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and I really think that was well received throughout the school.” (See Appendix F for full 
Twitter chat by CarlsonUG). 
 
Two months after this Twitter campaign, it is hard to tell the continued effect it had on students.  
Seeing it is summer break and there aren’t any programmatic activities happening (except 
freshman orientation), there is little to converse about with upperclassmen.  However, there has 
been a slight increase in followers since orientation began, and a little bit of conversation, so 
this could prove a great opportunity to create that social media “community” with the new class 
by posting interactive questions such as, “How is orientation? Do you have any questions for 
us? What are you most looking forward to?” 
 
 
Method IV – Survey to Undergraduate Students 
A survey was deployed to students using the ‘snowball sampling’ method, which can be 
defined as, “study subjects recruit future subjects from among their acquaintances.  As the 
sample builds up, enough data is gathered to be useful for research.8
 
”  The author created and 
sent the survey via Facebook messaging to 12 students:  one sophomore, six seniors, and five 
2012 graduates.  Of the 12 students, four posted the information on their Facebook pages; one 
Tweeted; and one emailed to a mass group of students.   
The survey consisted of the following: 
1. Please select your anticipated graduation year 
                                                 
8 http://www.Wikipedia.com  
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2. Which social media applications do you use and for what purpose? (Personal Only, 
Professional/Academic Only, Personal & Professional/Academic, Not Used, Plan to 
Use) 
3. Are you a member of the Carlson Undergraduate Program fan page or ‘Class of’ pages? 
4. What kind of information would you like to see on these pages? 
5. How often do you tweet? 
6. How often would you like to see the Undergraduate Program tweet? 
7. For which purposes do you use social media related to your school work? Check all that 
apply. 
8. How many hours do you spend on average each week using the following? 
9. Please rank how you prefer to receive information from the Undergraduate Program.  
10. How heavily do you rely on the Undergraduate Program’s emails (from dean, BSB 
Weekly, etc.) to keep you informed about events and announcements? 
 
The primary goals of the survey were to: 
1) See how students are using social media (personal, professional, academic) 
2) Awareness levels (are they even aware there is an Undergraduate Program presence on 
these pages?) 
3) What kind of information do they expect to find on these pages? 
4) What other methods do they use to receive information (besides social media)? 
 
 
 
 
Results IV – Survey to Undergraduate Students 
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The survey was open from May 24 - May 31, 2012.  During that time, 45 students participated 
in the survey.  All of the participants were Carlson School undergraduate students, 5 were from 
the class of 2015, 7 from the class of 2014, 20 from the class of 2013, and 13 had already 
graduated.  It is hard to determine the exact reach the survey had via this method, because those 
who utilized Facebook had a combine following of 3,313 friends.  From this, there is no way to 
tell which are Carlson students, and which friends overlap with others.  The Twitter user has 
165 followers, and again, it is hard to tell which followers are Carlson students.  The student 
who sent the mass email did not inform the author of how many students the email was sent to.  
There can also be some overlap here between the Facebook friends, Twitter followers, and 
email. 
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The main findings were as follows: 
CHART 1 
 
 
From Chart 1, it can be inferred that Google+, blogs, and RSS news feeds are of very little 
interest to students.  However, the main focus as it relates to this study is on the ‘personal and 
professional/academic’ usage.  For this, it seems Facebook is the preferred choice, with 35.6% 
of respondents saying they utilize Facebook for this reason.  LinkedIn and Twitter seem to be of 
equal interest to students, with LinkedIn receiving 22.2% and Twitter 20.5% of students using 
for ‘personal and professional/academic’ reasons.   
 
 
 
 
0.00% 10.00% 
20.00% 30.00% 
40.00% 50.00% 
60.00% 70.00% 
80.00% 90.00% 
100.00% 
Facebook LinkedIn Twitter Google+ YouTube FourSquare Blogs RSS News Feeds 
How Students Use the Following Social Media 
Outlets 
Personal Professional/Academic Personal & Professional/Academic Not Used Plan to Use 
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CHART 2 
 
 
The results from this question were a pleasant surprise.  After the focus groups 10 months ago, 
many students seemed unaware of the Facebook pages.  However, it looks as though the 
awareness of these pages are obviously increasing, as 98% of respondents at least were aware 
of the pages (of that, 11% did not follow the pages).  Chart 2 could be a good indicator of how 
aware students are of the UGP Facebook pages.  However, since most of the 45 respondents 
received the survey via a social media network (i.e. Facebook, Twitter), it could be assumed 
that they are highly engaged on social media, therefore this may not represent all students as a 
whole. 
 
 
 
 
 
87% 
11% 2% 
Are you a member of the Carlson 
Undergraduate Program fan page or 'Class 
of' pages? 
Yes No Unaware 
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CHART 3 
 
 
Chart 3 is also a good representation of where students are in terms of social media.  The results 
indicate that 75.6% of the respondents are at least on Twitter, which also is surprising 
considering the comments made during the focus groups (many of the students at that time were 
not on Twitter).  This, however, could just be a representation of just this group of survey 
participants.  Of the 75.6% of the respondents on Twitter, 44.5% Tweet at least once a day.  
Although this doesn’t necessarily indicate they are checking the Twitter feed while they are 
Tweeting, it does show they at least on their accounts.   
 
 
 
 
I don't use Twitter More than once daily Once daily More than once a week, but not daily 
Less than once every two weeks, but more than once a month 
Less than once a month 
Series1 24.40% 26.70% 17.80% 17.80% 4.40% 8.90% 
0.00% 5.00% 
10.00% 15.00% 
20.00% 25.00% 
30.00% 
Ax
is
 T
it
le
 
How often do you Tweet? 
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CHART 4 
 
 
Based on the results from Chart 4, news & information, professional networking, and exchange 
of information with peers are the top three reasons students use social media.  When trying to 
create a sense of community within a program, these three reasons seem to be the obvious 
preferred choice.  These results are a good jumping off point for the type of material and 
information students would like to see on their social media pages, and possibly help create a 
sense of community while doing so. 
 
 
 
 
0.00% 10.00% 20.00% 
30.00% 40.00% 50.00% 
60.00% 70.00% 80.00% 
90.00% 100.00% 
Purposes students use social media in 
relation to school work 
Series1 
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CHART 5 
 
 
Based on Chart 5, this question netted some obvious ‘do’s and don’ts’ of the information 
receiving world.  With email being the obvious preferred method of receiving information from 
the UGP, new ways to engage and create that sense of community via a normally one-way 
communication (students do not reply to the mass emails sent by the program) will need to be 
discussed.  In other words, how can a generic email from the dean feel personalized and 
encompass that feeling of community?  The BSB Weekly is also typically a one-way 
communication, so how can this be more community focused?  Or is it already, since it is an e-
newsletter exclusively for Carlson undergraduate students, to discuss their accomplishments, 
0.00% 10.00% 
20.00% 30.00% 
40.00% 50.00% 
60.00% 70.00% 
80.00% 90.00% 
Preferred method of receiving information 
Most Preferred Acceptable Discouraged 
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events, and other announcements.  Maybe this already has created a certain sense of 
community.   
 
In terms of the Facebook fan pages, while the majority of respondents (64.4%) said receiving 
information this way was acceptable, there was a dead lock in it being most preferred and 
discouraged (17.8%).  However, that indicates that 82.2% find this method as being at least 
acceptable. 
 
CHART 6 
 
 
While Chart 6 showed that 82.2% of respondents viewed email as their preferred method of 
receiving information from the UGP, the majority of respondents for this next question did not 
Not at all 9% Very little 13% 
Somewhat 27% A fair amount 29% 
Very much 22% 
How heavily do you rely on the UGP's 
emails to keep you informed about 
events and announcements? 
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choose ‘very much’ on how heavily they actually rely on these emails from the UGP to get 
announcements and events.  In fact, the majority fell in the moderate category, with 29% saying 
‘a fair amount’ and 27% saying ‘somewhat.’  So if the students said they preferred email in the 
question before this, why didn’t all of them say ‘very much’ to this question?  The answer could 
be that even though email is preferred, it doesn’t mean they actually care to get one.  This 
shows that this form of media, although encouraged, is not always effective towards students.  
Circling back to the focus group discussion, students suggested that the emails be more 
personalized/directed towards their specific class.  This has potential to create a better sense of 
community within each class, but it does separate the classes, giving several small pockets of 
community, rather than the undergraduate student body as a whole. 
 
Overall, the survey was very telling as to where peer-to-peer communication is taking place.  
This information is beneficial for the UGP as now messages can be manipulated and 
strategically planned out for which medium they will be posted on (for a full list of survey 
results, please see Appendix G).   
LIMITATIONS AND FUTURE RESEARCH  
A major limitation of this study was the lack of previous research.  Therefore, there 
was little to compare the findings to.  However, Pew Research Center just published a “Twitter 
Use 2012” report (also cited earlier in this paper), which gave great demographics as far as who 
is using Twitter (age groups), a “typical day” of Twitter usage (by age group), and who uses 
Twitter on a cell phone (by age, race, income, education level, and geographic location)?  The 
Dartmouth study (also cited earlier) also gave great information about how university 
administrators and faculty are using (or plan to use) social media.  It will be interesting to see 
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what additional research on social media usage and its direct correlation to community and 
engagement in a collegiate program looks like in the next five years.  
 
As a result of this study, the first hypothesis was confirmed, in that students want a sense of 
community within their college or university to complete the ‘college experience.’ Based 
on the focus groups, survey, and interview, it seems as though there is a strong need for a sense 
of ‘community,’ but no one is really clear on how to get it.  Since the focus groups were 
conducted several months ago, it would be worthwhile to conduct more focus groups, either 
with the same students as before (to see how their views have changed), and/or with a 
completely new group of students, selected at random.  The focus group data as it now stands is 
limiting since several ‘community building’ methods have been implemented since (Twitter 
account, Facebook events).  It would be beneficial to get student views on the new methods.   
 
There are several questions that could/should have been asked on the survey.  For example, 
questions such as: 
• Are professors using social media in the classroom?  If so, how? 
• How would you like to see social media being used in the classroom (if at all)? 
• If you are a member of the Carlson School Undergraduate program page or ‘class of’ 
pages, does this make you feel more connected to the school?  To the university? 
• A benchmarking question such as, on a scale of 1-10, how connected do you feel to the 
UGP? To the university? 
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Also, more respondents are required for better results and more conclusive data.  Forty-five 
students just aren’t enough to get a good read on what the entire student body is thinking.  
Although the author used the snowball method to collect samples, it cannot be confirmed as to 
how diverse these groups of students actually were.  Meaning, the respondents could have all 
been highly achieving, highly involved students, and didn’t reach those students who actually 
feel they don’t belong to a community.  A more randomized, larger sample is needed for more 
conclusive results.   
 
As stated earlier on the research section, Heiberger found in his 2007 study that 78.1% of 
students who spend more than one hour a day on Facebook participate in at least one student 
organization (Heiberger & Harper, 2008).  Also, 63.4% of those who spend more than one hour 
a day on Facebook feel very highly connected to the university they attend.  Although the 
question, ‘How many hours do you spend on average each week using the following (mobile 
phone, email, social media sites, web surfing)’, was asked, a follow-up question like ‘If you 
spend 7-15 hours a week on any of these, do you feel more or less connected to your college?  
University?’  The survey results showed that the majority of students spent 7-15 hours a week 
on their phone, email, and social media sites (averaging at least one hour a day on each).  
According to these results and the statement made by Heiberger, it can be inferred that Carlson 
students are both heavily involved and feel highly connected; however, that is not what they 
indicated in the focus groups.   
 
The second hypothesis, staff and faculty play just as large of a role in shaping the sense of 
engagement and community as do students.  They are equally responsible, if not more, for 
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fostering and maintaining a sense of engagement; can be said inconclusive from the results 
of this study.  The additional survey questions could result in better data for answering this 
hypothesis.   
 
All of the research and results from this study confirm the third hypothesis, the use of social 
media will be crucial to the success of this feeling of ‘community’ and ‘engagement.’  
Nearly all of the students surveyed were at least aware of the social media presence of the UGP.  
But it is not just about the awareness; it is also about how interactive the UGP social media 
pages are with students.  And there doesn’t seem to be an exact science of how the UGP should 
go about this.  The results from the focus groups and survey indicate that students want to 
receive information in a variety of different ways:  email, Facebook, Twitter, website; the idea 
here being the more, the merrier.  And if one medium doesn’t reach a particular student, another 
should and/or will. 
 
Overall, the results from this case study provide as useful tools in creating a community and 
engagement campaign within an undergraduate program.  However, it will take more than just a 
plan to succeed – it will also take individuals to execute that plan.  This requires time from 
staff, faculty, and students, all of which are completely different audiences with different 
amounts of time available and interest in making this happen.  So the plan will have to be 
something that speaks to a multitude of audiences, and will take into account the amount of 
time (in weeks, months, years) it will take to reach a level of simply maintaining this sense of 
community. 
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CONCLUSION 
From the beginning of this project in August 2011 to now, June 2012, the UGP seems to be 
making the right decisions when it comes to connecting with students via social media.  The 
BWeek Twitter campaign was a huge turning point, which created a lot of buzz around the 
school, and will hopefully continue into the new academic year.   
 
A few options to consider for the future: 
• A Pinterest page.  Pinterest has blown up over the past year (even over the past few 
months), and it is another free, easy way to get information out to students.  What sets it 
apart is how the boards can act as an informational tool rather than just an events page 
(i.e. what to wear to an interview).  The trend seems to be that more and more 
Universities are getting into it, so it may be crucial to jump in while the iron’s hot. 
• A Twitter UBCC (Undergraduate Business Career Center) account.  This has been 
discussed but implementing it could be extremely beneficial for both the program and 
students.  The fall and spring semesters are full of career center activities and sometimes 
those Tweets or opportunities to Tweet are missed.  Even though it is technically 
dividing the @CarlsonUG from the UBCC, they could still be interactive with one 
another with one having one primary focus (career related).   
• More Twitter contests/campaigns.  It doesn’t have to be as extravagant as the BWeek 
one (certainly not as expensive), but it is simple to create a contest on Twitter.  The key 
is creating the right amount of buzz.  This can be done organically by the students 
(student leaders share with their organizations, faculty share with students, friends share 
with friends, etc.).  Peak times also be a great time to do these contests, i.e. September 
(back to school), October (Homecoming), January (after break); March (after spring 
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break); and April/May (before finals).  The contests can relate directly to the time of 
year, for instance, a Homecoming contest on Twitter could be, “Come up with a float 
theme for the Carlson School for this year’s parade.”  The incentive is that the winner’s 
idea will obviously be chosen, but they will also be recognized via social media 
channels as well as in the BSB Weekly.   
• A stronger presence on LinkedIn.  The Carlson School of Management currently has a 
group page, but this has remained somewhat inactive.  It would be beneficial to the 
program and students if the UBCC created their own group, as another way to 
communicate not only with current students, but to connect with alumni and give career 
advice to them as well. 
• A more consistent presence on Facebook.  If the Facebook pages are going to stick 
around, they will need to be continuously monitored, which will take staff time.  Also, if 
interaction is what the UGP is looking for, they will have to be more diligent with their 
postings.  One post every other week (or sometimes even longer) will not work.  The 
page will eventually be obsolete.  This will also take quite a bit of dedication to a staff 
member, who should create a framework/timeline of when events are going to happen, 
and then creating announcements around that. 
 
The conclusion from all of these ideas is that they will require strong staff support in order 
for the UGP to create this sense of community.  Social media is not about one way 
communication, and pages will eventually just fizzle out if they are not being updated and 
innovative.  Also, when it comes to social media, there is not exact science to it.  If an idea 
fails (students do not respond; are not interactive), then it is OK to move on to the next 
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thing.  The important thing is to keep trying things while remaining up to date with the new 
services and technologies available. 
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APPENDIX A – Carlson School of Management Social Media Org Chart 
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APPENDIX B – Focus Group Script 
 
FOCUS GROUPS 
COMMUNICATION TO STUDENTS FROM THE  
CARLSON SCHOOL OF MANAGEMENT UNDERGRADUATE PROGRAM 
 
DATE/TIME:  
• Session 1:  Monday, August 29, 5:00 p.m., Carlson 1-150M 
• Session 2:  Monday, September 19, 5:00 p.m., Carlson 1-150M (FRESHMAN ONLY) 
• Session 3:  Wednesday, September 28, 5:00 p.m., Carlson 1-150M 
 
MODERATOR: Kess Knight  
 
WELCOME/INTRO: 
 
• Welcome and thank you for participating in this focus group. My name is Kess Knight 
and I work in the Undergraduate Program office as a Program Assistant.  This is Mindy 
Deardurff, the Director of Marketing & Recruitment in the Undergraduate Program 
office, and she will be taking notes during the discussion.   
•  Purpose Statement:  The purpose of the focus group is to get your feedback about how 
the Undergraduate Program can better communicate to students.  We realize there are 
many ways to communicate, and we are continually striving to become the most 
efficient and informative we can be. 
 
• There are no right or wrong answers and we expect that you have differing points of 
view.  Feel free to follow up on something someone has said; i.e. if you agree, disagree, 
examples. 
 
• It’s OK to talk to each other and not just to me. It’s OK to get up for more coffee or to 
go to the restroom.  Since our time is limited I may need to ask you to stop and change 
topics from time to time. I’ll give you the “Time out” sign if we need to do that. 
 
•  I will remain objective. So, I ask that you please say what you think, not what you think 
I might want to hear. 
 
• Does anyone mind if we tape record this for our records?  We won’t share the tapes with 
anyone and all information we collect is confidential.  We have name tents in front of us 
today, but no names will be included in any reports.   
 
• Our evaluation will result in a written report to be presented to the Associate and 
Assistant Dean’s of the Undergraduate Program, and will also be used as a final 
capstone project for my Master’s of Strategic Communication program, which will be 
presented to three University of Minnesota faculty members.   
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• Before we begin, I need to ask you to sign the informed consent document you have in 
front of you. Do you have any questions about it? 
 
• Any other questions before we get started? 
 
Introduction of Participants:  Now I’d like to go around the table so each person can give me 
their first name only.  Ice Breaker Question: If you could go on a road trip with any person, 
who would it be and where would you go?  
 
QUESTIONS: 
 
• What kind of information do you expect from the Undergraduate Program? 
o Would you like more or less information than you are currently receiving? 
 
• If there was a weekly or monthly blog, would you read it? 
 
• How would you like to receive that information? 
o Email, text, blog, Twitter, Facebook 
 
• The Carlson School Undergraduate Program uses several ways to communicate, 
including:  BSB Weekly (enewsletter), home page on intranet, periodic emails, 
Facebook pages 
o Which ones do you think are effective? 
o Which ones do you use most often? Least often? Why? 
o How often would you say you read them? 
o What changes might you suggest? 
 
• What kinds of social media do you use? How do you feel about Twitter? 
o Facebook, Twitter, FourSquare, blogs, etc. 
 
• If you have seen them, what do you like most about the Facebook pages?  Least? 
o How would you suggest getting people interested?  
o Make it interactive? 
 
• How do you use social media?  Do you use it just to communicate with friends, or to 
find out what’s going on around campus? 
 
• What were your first impressions of the BSB Weekly?  Emails from the dean?   
 
• If you participate in student groups either within Carlson or at the U, how do you 
communicate to members and non-members?  Would you like more collaboration with 
the program office? 
 
• Do you read the posters set up around Carlson? How can they be more efficient?  
 
• How would you say communication from program to students needs to change?   
 45 Knight, K   
  
 
• What do you think is the most productive way to communicate to students? 
 
• Do you feel you get enough information from the Undergraduate Program (about 
important events, updates, etc.)? 
o If not, what would you like to get more of? 
 
• What other recommendations do you have regarding communication to students? 
 
 
Wrap-up 
Are there any areas we did not talk about that you think are important for us to know? 
 
Questions to Moderator 
Do you have any questions about this group or why we held it? Any comments you’d like to 
make? 
 
Thank you 
Again, thank you for coming. We learned a lot and it was a pleasure talking with all of you. 
Thank you for sharing your thoughts. 
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APPENDIX C – Focus Group Consent Form 
Informed Consent - Focus Group Research 
 
Communication to Students from the  
Carlson School of Management Undergraduate Program at the University of Minnesota 
 
You are invited to participate in a research study about communication to undergraduate 
students from the Carlson School of Management Undergraduate Program.  This study is being 
conducted by the Carlson School of Management Undergraduate Program at the University of 
Minnesota.  The Carlson School Undergraduate Program has provided funding for this study.  
You are invited to participate in this study because of your experience as an undergraduate 
student at the Carlson School. 
 
Participation in this study is voluntary.  If you feel uncomfortable at any time, you are free to 
leave the session.  
  
If you agree to participate in this study, you would participate in a focus group (group 
discussion) with 10 - 12 other Carlson School Undergraduate students.  The focus group will be 
led by Kess Knight from the Carlson School of Management Undergraduate Program. The 
topics that will be discussed during the focus group include how you would like to receive 
information from the Undergraduate Program, social media discussion, and overall impressions 
of current communication styles.  The focus group will last approximately 1.5 - 2 hours.   
 
The focus group will be audio-recorded in order to accurately capture what is said.  If you 
participate in the study, you many request that the recording be paused at any time. You may 
choose how much or how little you want to speak during the group.  You may also choose to 
leave the focus group at any time.  The focus group will be audio recorded to ensure accuracy.  
You can ask to pause the recording at any time.   
 
Participating in this study may not benefit you directly, but it will help us learn optimal 
communication techniques.  You may find answering some of the questions upsetting, but we 
expect that this would not be different from the kinds of things you discuss with family or 
friends.   
 
The information you will share with us if you participate in this study will be kept completely 
confidential to the full extent of the law.  Participants will be asked not to use any names during 
the focus group discussion. Reports of study findings will not include any identifying 
information. Audio-recordings of the focus groups will be kept on the password-protected 
computers of Kess Knight and Mindy Deardurff.  After the focus group recording is typed it 
will be destroyed. The typed transcription will be kept on the password-protected computers 
and any printed copies will be kept in a locked file cabinet in Mindy Deardurff’s locked office.  
Only Mindy Deardurff or Kess Knight will be able to listen to the recording or read the typed 
version of the recording.   
 
If you have any questions about this study, please contact Kess Knight at 612-625-1218 or at 
knigh161@umn.edu. 
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Your signature on this consent form indicates your agreement to participate in this study.  
 
You will be given a copy of this form to keep, whether you agree to participate or not.  
 
The second signed consent form will be kept by the researcher. 
 
 
I have read the consent form and all of my questions about the study have been answered.  I 
understand that the focus group will be recorded. I agree to participate in this study. 
 
 
Print name: _____________________________________________    
 
Signature:  ______________________________________________   
 
Date: _______________________ 
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APPENDIX D – Focus Group Analysis 
 
Focus Group Analysis 
 
Purpose:  To evaluate the effectiveness of the Carlson School of Management Undergraduate 
Program’s communication to students. 
 
Population:  Focus groups were conducted three different nights, with a total of 16 
participants.  All participants were Carlson School of Management students, with one group 
being exclusively freshman (5 of the 16). 
 
Major Questions:  This evaluation will assess the effectiveness of the following: 
 
• BSB Weekly 
• Websites (schoolwide and departmental; internal/external) 
• Posters and student groups 
• Social Media of program 
• Emails from Undergraduate Program deans 
• Blogs (potential of creation) 
 
Major Themes: 
 
• BSB Weekly 
o Overall, a good informational tool that has become somewhat ingrained in the 
Carlson culture 
o New format (with ability to ‘scan and click’) is good 
o It’s not something that’s advertised, so freshmen miss it.  Only start reading it 
once they hear about it from friends or upperclassmen.   
o ‘It’s good but you have to make sure you are devoted to looking at it and take 
the time to actually go through everything and see what’s relevant to you and 
what isn’t.’ 
o ‘I think every faculty that I’ve ever had a question to has said, just make sure 
you check the BSB Weekly.’ It’s not well known if you don’t talk to someone; 
I’ve never seen it advertised, so if you don’t care, or you come in not knowing 
anything, and you haven’t had a lot of personal contact, you could miss that’ 
• Websites (school wide and departmental; internal/external) 
o Most, if not all, viewed their ‘homepage’ as the external site 
(www.carlsonschool.umn.edu/undergraduate).   
o Majority of students were not even aware of the intranet.  Of those who were, 
many did not understand its function.   
o Intranet viewed by far as least effective form of communication 
o ‘I never used the intranet. Am I supposed to?’ 
• Posters and student groups: 
o Most will read only if the posters are directly from the program (and not student 
orgs) 
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o There are too many, which makes it confusing and overwhelming, thus, 
ineffective (student orgs) 
o Several students mentioned having a central hub for communication from 
student orgs 
o Centralize the events to one calendar that is highly visible 
o ‘No one goes into Hanson unless you are in I-Core.’ ‘Or unless you are a 
freshman.’ 
• Social Media of program: 
o Keep postings and information to a minimum – only put relevant information  
o Create actual ‘events’ instead of just announcements, but only post one or two 
events and/or announcements a week (on Facebook) 
o Twitter can be more often, but keep short and relevant 
o Post more pictures! 
o Indicated a ‘opt-in’ might bring more traffic 
o ‘The Carlson School (Facebook) page just seems really bland.  Yeah, it’s like, 
bare.’ 
• Emails from Undergraduate Program deans: 
o Highly effective, but could be even better if they were organized differently (i.e. 
more bullet points) 
o Students indicated an interest in personalizing the emails to the different classes.  
What’s relevant for seniors? Freshman?   
o An interest in having club presidents write and/or contribute to emails 
o Adding a section of ‘be sure to check out….’ (i.e. event monitors, BSB Weekly) 
could be beneficial   
• Blogs (potential of creation): 
o Overall, students seemed uninterested and viewed blogs as too much information 
and not having the time/patience/interest to read through them. 
o ‘It gets annoying getting the same reminders.  I wish that I didn’t have to look in 
so many different places for things.’ 
• Other observations/comments: 
o Several students from different groups indicated there is a disconnect between 
the classes (i.e. the senior class does not talk or hang out with students from the 
sophomore class).   
o Most were disappointed by this, and wondered if there was a solution to 
integrating everyone together.  Several students indicated an interest in creating 
a better ‘Carlson Community’; but couldn’t really verbalize what that meant 
o The student lounge came up in two of the groups, in that it is not conducive for a 
‘lounge’ type setting, and is used mostly for studying.  There seemed a desperate 
need for somewhere for students to hang out without being disruptive to students 
who are studying. 
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APPENDIX E – Twitter Contest Overview 
 
#BWeek2012 Tweet to Win 
  
Want to win some prizes? Throughout Business Week (Monday, April 16th – Thursday, April 
19th), @CarlsonUG will be holding Twitter contests where you could win prizes such as: 
• Bookstore, Chilly Billy’s, and Chipotle giftcards 
• UMN and Carlson gear  
To win, you can do any (or all!) of the following: 
• TWEET AT US: Sometime around the lunch hour on MONDAY, 4/16, @CarlsonUG 
will tweet a #BWeek2012 related question.  The first SIX people to respond will win a U 
of MN t-shirt. 
 
 
• MEDALLION HUNT: Clues for the Medallion Scavenger Hunt will be Tweeted daily 
until a winner is announced.  
 
 
• BUDGE PASS SCAVENGER HUNT: Don’t want to wait in the food line? Budge in! 
Clues for the Budge Pass locations will be Tweeted beginning on MONDAY 
o TEN Budge Passes placed around Carlson & Hanson Hall 
o Winners can use the Budge Passes ALL WEEK 
o ONE of the passes will include a U of M sweatshirt 
o TWO of the passes will include a $15 Chilly Billy’s gift card 
o TWO of the passes will include a $15 Chipotle gift card 
 
 
• FOLLOW US: Once we reach 450 followers, THREE students following @CarlsonUG 
will win a U of MN Camelbak water bottle and a Carlson t-shirt. 
 
 
• FOLLOW US: Once we reach 475 followers, TWO students following @CarlsonUG 
will win a $25 Bookstore gift card. 
 
Follow us @CarlsonUG for all the details! 
 
 
 51 Knight, K   
  
APPENDIX F – Twitter Chat from UGP 
 
19 Apr Carlson UG  @CarlsonUG 
Congrats to @lindseyk724! You can pick-up your giftcard any time after Tuesday (4/24). (Answer: 
Target, Securian, Ameriprise, or Ecolab) 
 
19 Apr Carlson UG  @CarlsonUG 
LAST ONE - #TwitterTrivia: Name two of the Platinum sponsors for#BWeek2012. 
 
19 Apr Carlson UG  @CarlsonUG 
Final #TwitterTrivia coming at 2:30 - this is your last chance to win 
($20 http://Amazon.com giftcard)! #BWeek2012 #GetReady 
 
19 Apr Carlson UG  @CarlsonUG 
Congrats @thegoudagobbler! You can pick up yourhttp://Amazon.com giftcard any time after Tues 
(4/24) in the UG Office. (Answer - 1960). 
 
19 Apr Carlson UG  @CarlsonUG 
#TwitterTrivia for a chance to win an http://Amazon.com $20 giftcard: BWeek began in which 
year? #BWeek2012 
 
19 Apr Carlson UG  @CarlsonUG 
@laixx097 won the $20 http://Amazon.com giftcard; @chelseasowers& @NolHaz won the 
Bookstore cards (pick up in HMH 2-190). More to come! 
 
19 Apr Carlson UG  @CarlsonUG 
For a $20 http://Amazon.com giftcard: Wednesday’s ‘Take it to the Bank’ event was sponsored by 
GOLD. What does GOLD stand for?#BWeek2012 
 
19 Apr Carlson UG  @CarlsonUG 
Once we get to 500 followers, there will be a drawing for TWO people to each win a $25 giftcard to 
the Bookstore! #3toGo 
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19 Apr Carlson UG  @CarlsonUG 
Under the stairs in Hanson 
Hall. #MedallionHunt #BWeek2012 RT@VallAjgaonkar: #CarlsonUG Where was it?? 
 
19 Apr Carlson UG  @CarlsonUG 
Congrats @skleina30; @laixx097; @acarlonUofM - you have each won 2 Budge Passes! Pick 
them up in HMH 2-190. #BWeek2012 
 
19 Apr Carlson UG  @CarlsonUG 
The first 3 people to respond each get 2 Budge Passes: What has been your favorite free food 
from #BWeek2012? 
 
19 Apr Carlson UG  @CarlsonUG 
Confirmation - Congrats to #SarahTaylor for finding this year's 
Medallion! #BWeek2012 #ThatWasTough 
 
19 Apr Carlson UG  @CarlsonUG 
Word is the Medallion has been found...will Tweet with winner once confirmed. #BWeek2012 
 
19 Apr Carlson UG  @CarlsonUG 
Ready for the fourth clue? Here it 
is...https://intranet.csom.umn.edu/programs/ugs/Pages/MedallionHuntClues.aspx #BWeek2012 #M
adDash 
 
18 Apr Carlson UG  @CarlsonUG 
Tomorrow: Final Medallion Hunt clue; #TwitterTrivia with 3 chances to win; 6 Budge 
Passes; @UmnEntreClub #BizPitch; BFast, Lunch, & Dinner! 
 
18 Apr Carlson UG  @CarlsonUG 
@acarlonUofM, @Stan_the_man21, @MCummi- You each won a $20http://Amazon.com giftcard. 
Swing by any time after Tues (4/24) to pick it up! 
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18 Apr Carlson UG  @CarlsonUG 
For a $20 http://Amazon.com giftcard: What is the best piece of advice you learned from the 
Etiquette Dinner? #BWeek2012#TweetToWin 
 
18 Apr Carlson UG  @CarlsonUG 
Get ready for a #TweettoWin question at noon. The first THREE people to answer will each win a 
$20 giftcard to http://Amazon.com!#BWeek 
 
18 Apr Carlson UG  @CarlsonUG 
BP: Froth, foam & coffee treats; Upon me you can enjoy your eats. The largest surface amongst 
them all, In the trendiest spot of Hanson Hall 
 
18 Apr Carlson UG  @CarlsonUG 
Thanks for the great breakfast! RT @GMills_Wendy: #CarlsonUGBreakfast is served in 
the #Carlson Atrium! Great food from#Generalmills 
 
18 Apr Carlson UG  @CarlsonUG 
Budge Pass clue: They keep your school safe and sound; Near some stairs; Is where this can be 
found #BWeek2012 
 
18 Apr Carlson UG  @CarlsonUG 
It's time for the 3rd Medallion Hunt 
clue!https://intranet.csom.umn.edu/programs/ugs/Pages/MedallionHuntClues.aspx #BWeek2012 #
HappyHunting 
 
17 Apr Carlson UG  @CarlsonUG 
All of today's Budge Passes have been found. Check back tomorrow for more Budge Pass clues 
and another #TweetToWin contest!#BWeek2012 
 
17 Apr Carlson UG  @CarlsonUG 
Last BP clue of the day: When you get hungry, The lower you go, To heat up your food, Before it 
gets chewed #BWeek2012 
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17 Apr Carlson UG  @CarlsonUG 
Budge Pass Clue: Basement dwellers beware; Use one of these to sign in on Foursquare; If you 
need another hint, Look under the 2nd ‘P' 
 
17 Apr Carlson UG  @CarlsonUG 
First Budge Pass clue of the day: When you come here to check-in; You select your adviser's 
name, If you get board, You can play a game 
 
17 Apr Carlson UG  @CarlsonUG 
Are you ready for the next Medallion Hunt clue? Here it 
is:https://intranet.csom.umn.edu/programs/ugs/Pages/MedallionHuntClues.aspx #BWeek2012 #Ha
ppyHunting 
 
16 Apr Carlson UG  @CarlsonUG 
You're welcome! Thanks for participating! #HappyBWeek RT@MCummi: #CarlsonUG Thanks for 
the t-shirt! #success 
 
16 Apr Carlson UG  @CarlsonUG 
Congrats @skleina30; @Stan_the_man21; @iowanace; @MCummi;@ktschmalz! Claim your prize 
in HMH 2-190! #BWeek2012#TweetToWin 
 
16 Apr Carlson UG  @CarlsonUG 
Here's your chance to win a U of M t-shirt (will choose 5 winners): What's your favorite BWeek 
activity and why? #BWeek2012#TweetToWin 
 
16 Apr Carlson UG  @CarlsonUG 
YES! RT @Ali_Haws: #CarlsonUG PSYCHED for the best week of the year!! #BWEEK2012 Let's 
get this party started!! 
 
16 Apr Carlson UG  @CarlsonUG 
Just in time for lunch! RT @tweetdrew: #CarlsonUG found the next budge pass at UBCC! #winning 
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16 Apr Carlson UG  @CarlsonUG 
#BPClue: You’ll need a mentor; Start it off in this Center; Holds lots of paper to help your 
knowledge; It’s information for after college 
 
16 Apr Carlson School News  @CarlsonNews 
@CarlsonUG #BWeek2012 kicks off with Monday breakfast via@KPMG. Cinnamon rolls, swag and 
bean bags http://ow.ly/i/ziRU 
 
16 Apr Carlson UG  @CarlsonUG 
Two budge passes have been found - 8 to go! Stay tuned for more clues. #BWeek2012 
 
16 Apr Carlson UG  @CarlsonUG 
Budge Pass Clue: The main level of Hanson Hall; In the middle of it all; You wood sit on me to 
think; And to your right you can get a drink 
 
16 Apr Carlson UG  @CarlsonUG 
@asianchica22, @austinloeb, @holmberg927: You won the drawing for a Carlson t-shirt and U of 
M water bottle! Come to HMH 2-190.#BWeek2012 
 
16 Apr Carlson UG  @CarlsonUG 
Budge Pass clue: Sponsor of the Post-it war with their name above the door; At the front of the 
class; You will find this budge pass. 
 
16 Apr Carlson UG  @CarlsonUG 
First Medallion Hunt clue: I must stress the importance; Of using your instinct and your wit; To get 
down to the core of it. #BWeek2012 
 
13 Apr Carlson UG  @CarlsonUG 
Congrats to our lower division 
winners: @martinc177, @mattforstie,#RyanGrange, #Matt Hauer #BWeek2012 #CaseComphttp://p
ic.twitter.com/cB3JZZAe 
 View photo 
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13 Apr Carlson UG  @CarlsonUG 
Congrats to our Case Comp winners! Upper 
division: @n_tennant,#nickboreen, @megantervo @DeepakJanardan #BWeek2012http://pic.twitter
.com/shtMlbxJ 
 View photo 
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APPENDIX G – Survey Results 
 
Social Media in the Carlson School Undergraduate Program 
Survey Open:  May 24 - May 31, 2012 
Method:  Snowball Sampling via email and social media (Facebook/Twitter) 
Total Responses:  45 
 
11. Please select your anticipated graduation year 
a. 2016:  (0) 
b. 2015:  11.1 % (5) 
c. 2014:  15.6% (7) 
d. 2013:  44.4% (20) 
e. I already graduated:  28.9% (13) 
f. Not sure:  (0) 
 
12. Which social media applications do you use and for what purpose? (Personal Only, 
Professional/Academic Only, Personal & Professional/Academic, Not Used, Plan to 
Use) 
                                                      P      P/A  P&P/A   NU             PtU 
a. Facebook 57.8% (26) 6.7% (3) 35.6% (16)        0               0 
b. LinkedIn      0  64.4% (29) 22.2% (10)  6.7% (3)        6.7% 
(3) 
c. Twitter  56.8% (25)      0  20.5% (9)      18.2% (8)      4.5% 
(2) 
d. Google+ 23.8% (10) 2.4% (1) 7.1% (3)     61.9% (26)   4.8% 
(2) 
e. YouTube 77.3% (34) 2.3% (1) 13.6% (6)    6.8% (3)            0 
f. FourSquare      21.4% (9)     0       0  78.6 (33)            0 
g. Blogs  23.8% (10) 7.1% (3) 9.5% (4) 59.5% (25)        0 
h. RSS News Feeds    0  2.4% (1) 4.8% (2)    90.5% (38)   2.4% 
(1) 
 
13. Are you a member of the Carlson Undergraduate Program fan page or ‘Class of’ 
pages? 
a. Yes:  86.7% (39) 
b. No:  11.1% (5) 
c. I was unaware of these pages:  2.2% (1) 
 
14. What kind of information would you like to see on these pages? 
a. Events:  95.6% (43) 
b. Announcements:  91.1% (41) 
c. Carlson Call-Outs (shout-outs; congrats!):  71.1% (32) 
d. Reminders:  80.0% (36) 
 
15. How often do you tweet? 
a. I don’t use Twitter:  24.4% (11) 
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b. More than once daily:  26.7% (12) 
c. Once daily:  17.8% (8) 
d. More than once a week, but not daily:  17.8% (8) 
e. Less than once every two weeks, but more than once a month:  4.4% (2) 
f. Less than once a month:  8.9% (4) 
 
16. How often would you like to see the Undergraduate Program tweet? 
a. More than once daily:  8.9% (4) 
b. Once daily:  26.7% (12) 
c. More than once a week, but not daily:  24.4% (11) 
d. Less than once every two weeks, but more than once a month (0) 
e. Not at all:  2.2% (1) 
f. It doesn’t matter:  37.8% (17) 
 
17. For which purposes do you use social media related to your school work? Check all 
that apply. 
a. Professional Networking:  86.7% (39) 
b. Exchange of information with peers:  84.4% (38) 
c. Marketing or sales:  13.3% (6) 
d. Personal professional development:  46.7% (21) 
e. News & information:  88.9% (40) 
f. Promotion of my personal ‘brand’:  35.6% (16) 
g. Promotion of my company/organization:  17.8% (8) 
h. Job seeking:  40.0% (18) 
i. Research:  28.9% (13) 
 
18. How many hours do you spend on average each week using the following? (in 
hours) 
0-6  7-15  16-24       25-40 40+ 
a. Mobile phone         40% (18)         40% (18)        8.9% (4)     6.7% (3)    4.4% 
(2) 
b. Email          40% (18)         46.7% (21)      8.9% (4)     2.2% (1)    2.2% 
(1) 
c. Social media sites   22.2% (10)      53.3% (24)    13.3% (6)    8.9% (4)     2.2% 
(1) 
d. Web surfing         35.6% (16)      31.1% (14)    22.2% (10)  8.9% (4)     2.2% 
(1) 
 
19. Please rank how you prefer to receive information from the Undergraduate 
Program.  
Most Preferred Acceptable Discouraged 
a. Email    82.2% (37)  15.6% (7) 2.2% (1) 
b. Website   24.4% (11)  62.2% (28) 13.3% (6) 
c. LinkedIn Group  4.4% (2)  46.7% (21) 48.9% (22) 
d. Facebook Fan Page/Group 17.8% (8)  64.4% (29) 17.8% (8) 
e. BSB Weekly   51.1% (23)  40% (18) 8.9% (4) 
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f. SMS Text Message  8.9% (4)  26.7% (12) 64.4% (29) 
g. Live, face to face meetings 11.6% (5)  41.9% (18) 46.5% (20) 
 
20. How heavily do you rely on the Undergraduate Program’s emails (from dean, BSB 
Weekly, etc.) to keep you informed about events and announcements? 
a. Not at all:  8.9% (4) 
b. Very Little:  13.3% (6) 
c. Somewhat:  26.7% (12) 
d. A Fair Amount:  28.9% (13) 
e. Very Much:  22.2% (10) 
 
 
 
 
 
 
 
 
